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The 2018 first-half consolidated
financial statements  were
approved by the Board of
Directorson July25, 2018

A limited scopereview of these
financial statements has been
performed by the statutory
auditors
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Successfully Gontinuously Financialstructure
tackling market evolving portfolio & results
evolutions

©

PERCIALYS



SUCCESSFU
TACKLING MARF
EVOLUTIOR

EricLe Gentil
Chairman & CEC

BIERCIALYS



Anotherhalt-yearof operational excellence

Footfall andretailer sales significantly outperforming the national benchmark

Cumulative change in
Footfallat end-June2018

3. %

Cumulative change in
Retailersalesat end-May 2018

+4.3%

3.9%

2.1%
0, 0,
1D +2.1% +2.1%
+1.40 +1.2%
—  +0.%%
; M/ -0.4%
-0.7% ) _— -0.9%
1.0% 1.2% 1.2% -1.2%
-1.8% -1.8%
2014 2015 2016 2017 June 2018 2014 2015 2016 2017 May 2018
Mercialys ~ =———CNCC ——Spread Mercialys ——CNCC ——Spread
BIERCIALYS (1) aSNDALfeaQ fFNBS OSYdSNE FyR YIAY ySA3IKo2NK22R &K2LILBoAI yOSyE SN2 1aaysR @Yy ¢ S NEe ya@lifl dfsi  GaddgFlad Sk & N

(2) CNCC indexall centers, comparable scope
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Robust key figures

Organic growth (%) FFO{mn)
3.8%
i 3.3%3.3% 59.6 59.8
U7 2.9% 2.9%
o D P2 8% 2.8%2-9% » 54 58.7
j I I I 3 5 I
H1 2014 H1 2015 H1 2016 H1 2017 H1 2018 H1 2014 H1 2015 H1 2016 H1 2017 H1 2018
m Organic growth in invoiced rents excluding indexation 39.9%proforma
Organic growth in invoiced rents including indexation for preliminary saleg agreemgnts signed for
the Gap and_annionshopping centers
EPRA NNNAMI(n) LTV and average cost of drawn debt (%)
3.5%
1,831 1,870 1,910 Nl% 2.1% 1.9% 1.8%
1,648 1,705
40.6% ) 40.2%
33.7% 39.2% 0 39.6% ()
H1 2014 H1 2015 H1 2016 H1 2017 H1 2018
H1 2014 H1 2015 H1 2016 H1 2017 H1 2018 mmmm LTV (excl. transfer taxes) Average cost of drawn debt
MERCIALYS @



2018 objectives confirmed

Dividend policy:

Organic growth innvoiced
At least +2%

rents: within a range of 85% to 95% of 20EFQ

>2% abovendexation() €0.50 per sharénterim dividend
to be paidout on October 23, 2018

MERCIALYS @
(1) With the significant upturn in indexation, organic growth in invoiced rents including indexation will come in signifighetiyhan 3% in 2018
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Strength of French commerciREITsinderestimated

Generational asymmetry and diversity of shopping
journeys within which brick and mortar is still a
successfuthannel

w S G | 7abbilif/ NcdBa@apt to cyclicalchangesover the
medium term and w 9 L kh@whow to selectthe best
performingbrands

a S NO A Hetading Czonvenience model sustained
through its innovative letting & digital strategy,
continuously optimized portfolio and strong
developmentpipeline




Fragmentation of shopping journeys: shopping center still a relevant format

Averagedelivery costsof €7@ per order
for onlineretail in Paris,eventhoughthe
mostdenselypopulatedcity in France

Decrease in the average basket for
online retail® to €71 per order for
textiles, €48 per order for health &
beauty and €31 per order for culture &
leisure, from an averagebasketof €91
from 2008to 2011

In this context, shopsremain a relevant
and profitable format

A strong and adapted store network
enablesbrandsto servedigital shopping
journeys through ¢ship from store®¢
solutions

PERCIALYS

Stable delivery costs
and lower average
online shopping
basketpoint to the
relevanceof the shop
format

Cohabitation of 6
generations? of
consumers with
significant differences
in purchasing power

Shoppingcentersare
still the favorite
shopping destination
in France

Shoppingcentersare still the #1 shoppingdestinationfor 46% of respondents 8 out
of 10 havea positiveimageof shoppingcenters(87%for a diversifiedselection,71%
for finding modern, fashionabletrends, 68%for the possibilityof finding greatdeals)
71%return to the sameshoppingcentermostof the time

source Retailscope20170doxa

& . | obéomers continue to exert
disproportionate economic influence
eventhoughtheir generationalinfluence
has waned significantly in the face of
younger, larger cohorts [X.] These
& Odza (i af hWé Niizli daBadt of a
multigenerational market driving new
demand,but operatingin the shadowof
an asymmetricalmodel of generational
wealthretention

At least for the next decade or two,
Boomers and GenXers will retain
significant wealth and largely be done
spendingon items that fueled a high
percentageof pastretail growth.£

source AT Kearney, & ¢ Kf&ure of
shoppingd Sy (i S NA ¢

(1) SilentGeneration(19281945, BabyBoomerg19461964), GenX (19651980, Millennialsor GenY (1981-1997), GenZ (19982016 and Alphas(2017)

(3) SourcesDigitasLB& FEVAD

(4) Onlineordershippedto a consumeifrom the mostappropriatelocal store,notablybasedon its stockand location

(2) SourceExaneBNPParibas



Retailers adapting to address key customer needs

Convenience Convenience Value for money

Convenienceand store experiencerepresent
strongdeterminingfactorsfor shoppingacross Keypurchase criteria

the generations for different
customer

generationg?

Value for money Store experience Quality

Adaptation tomy

requirements Quality Store experience

Specialist retailers gaining momentum,
focusing on areas of excellence and

| DECTHION I

differentiation. & { K ZLshop?2é replacing Cultura, cs
generalistoffer both onlineand offline - a5
'Fnac < Topl0in 2014
. ) R . Change
Technologynot enoughto satisfyO dza U 2 Y S NS liE0e s 3@50“ s _
needs Preferredbrandsin Franceare mostly in France? SEPHORA < Topl0in 2014 sinee
G 0 N& rpjtaré But with stronglyimproved _ 2014
. . < ToplOin 2014
quality, serviceand value for moneyto keep @
Odza U 2thas NR Q @WES ROCHER ¢s
&o"iﬁp{@ < Topl0in 2014

MERCIALYS , - — . — . , : -
(1) 2018 OC&C rankinfjFrenchLJS 2 L#av&rite Qrands (LesnseignepréféréesdesFrancaiy (2) Space in aqiesisie reserved for another retailer




Proof on electronics: Mercialys redeploys reinvented specialists

SECTOR MERCIALYRESPONSE

Ongoing reduction ohypermarket
space:

Positive trends across #le segments, with excellent lorggrm
trends for househol@ppliances

opportunity to install the successful

2017 consumer
I 3 specialistbrands sought after by
Spendlng EZlan 200517 CAGE§2016-17 CAGI cUStomers

Computerhardware& software P18 P +2.3%
; ; Uniquesolution to the last kilometer
Consumetelectronics 2.4% i +1.2% equation:
H critical to have astrongstore network
. for these brands
Householdappliances +2.1% i +2.2%

Source: OC&C

51 new physical stores

(+11%) opened by +3.5% increase in

FnaeDartyin 2017 FTES) over 201516

PERCIALYS

@ Full TimeEquivalents



Proof ontextiles: Mercialyseffectivelyselects winning concepts

SECTOR MERCIALYRESPONSE

Large branded chains continue to perform versl,
despite a slowing market

L[]
,"wllull

New trends and needs: ;""""'l"
| llll

2017 consumer
Spendlng €39.3Bn ;2008-17 CAGFE 201617 CAGF new brands selected |’"'I | ’, h
il W
Top 100brandss ¢ Mercialys i 5000 P 41
focus
Other® L 33w 2.8
H H Strong multichannel models:

traditional brands successfully
combiningon/off -line strategies

Source: OC&C

+1.1% price inflation

+1.4%ypoints of sales
between

growth per annum

February2017 and

between 2014 and
February2018

2017

0 Mercialys marginally exposed to recent retail brand setbacks
or physical store network rationalizations

MERCIALYS
M Grocery and department store private label, small chainsiraependents



Proof on health and beauty: Mercialys suppatmore diverse offering

SECTOR

Performance supported by nestore retailing

and specialized retailers New retail formats:

through Casual Leasing

2017 consumer

spending:€12.9Bn 200517 CAGE 201317 CAGH

OdOp 7 ReserveNaturelle

Specialized retailer® ¢ M(fercialys +1.5% +0.9%
ocus :

Non-store retailing? +1.5% +1.6%

Incumbents evolving: @ YVES ROCHER

21storesacross Mercialys portfolio

+0.1% i -1.2%

Other®

traditional brands reinventing their

concepts, improving irstore experience S E P H O R A

7 storesacross Mercialys portfolio

Source: OC&C and going strong ommnichannel

+20k jobs created over o
10%2 ¥ LIK | NI I O igéhar@ed bydzNYy

201516 in the o - :
erfumery and Distribution channel specifi¢do France: )
P health and beauty parapharmacig¢® =

cosmetics segments

+1.5% points of sales
growth per annum

between 2015 and
2017

24 pharmaciesicross Mercialys portfolio

pharmacies

M ERCIALYS MIncluding Beauty Specialists, Pharmacies and Drugstores @Including Direct Sellingdomeshoppinginternet Retailing and Vending @
IIncluding Department Stores, Mass Merchandisers, Variety Stores, Warehouse ClugpmiddonSpecialists and Hair Salons 4 KPMG Pharmaciesoyennesprofessionnelle017¢ 25" edition



Proof on foodservice: Mercialys strengthens major footfall drivers

SECTOR

5% niche growing steadily within the overall
foodservice market

2017 consumer

spending:€2.9Bn 1200517 CAGE201617 CAGF

Foodservice through retail +2.2% +2.6%

Source: OC&C

+3.0% increase in FTEper
annum between 2014 and 2017

+9.0%points of sales
growth per annum

between 2014 and 2017

in chained restaurants
+2.3% of visits to quick service

restaurants between 2016 and
2017

MERCIALYRESPONSE

Targeted offer:

fast food and concepts dedicated to
specific customers

PERCIALYS

@ Full TimeEquivalents




Consumer categories driving Mercialys' growth

Dedicated offer aligned with theharacteristics of French mediwsizedcity populations

Women
74% of visitors

Visiting primarily for the mall Baby Boomers and Generation X and Y
82% of visitors come primarily for the mall Average age of 39
18% for the hypermarket

Professionally engaged
65% working people
149% retirees

21% students and other

Shopping fast
36-minute average stain our shoppingenters
4.4 stores visited on average

Regular visits From a middle socieconomic class
58 visits on average per year and peistomer 50% employees
28% of them visit several times per week Disposable income above national average

Living nearby
60% of buyer$ocated within a 2éminute drive

PERCIALYS



Major expectations for these customers

Need forSImplicity Need for recognition andewards
1 out of 2 French people choose their shopping 56% of consumers want to benefit from personalized

center based on its ease of acé®ssd 78% spend offerg?
less than 2h per shopping tfip

Need forimmediacy

88% of customers consider that an
immediate response to requests for help
increases their loyalfy)

Need formeaning

53% of French people prefer brands with a
commitment to sustainable development and

ethicg®

92% of customers trust an influencer more than

traditional advertising or celebriti€s
PERCIALYS
®)Salesforce, State of the Connec@astomer study

(MLSA magazine May 2018 @[ Qh 0 & S KEdletDW NS G Qh 0 & S KEeiDIZNS @ Forbes researciMusefind




Customers at the heart of Mercialys' marketing straté\2)

(=)

Ensuringocal visibility for our centers
Over 6,000Adwordsads to promote the 2,380 stores in our centers, optimized with a KPI
for conversions to visits
Waze campaigns to reach 4 out of 10 drivers locally
Centers in the top 3 Google searches

Helpingcustomersto preparefor their visitsand purchases
52% of digital traffic concerns store pages, which list 2,340 services offered by retailers
(click&collect bookings for restaurants and services, etc.)

Offeringan easiershoppingexperiencefor centercustomers

Development of the services offered, with 40 services from H2 208 ¢reche helmet
lockers, changing rooms, electric charging points, etc.)

Expectation #1:
Need for simplicity

()

([a)

U Personalizingnteractionswith customers
552,000 people databaseith significant and qualified GDPR compliant information
thanks tothe loyalty program

Expectation #D: +30 point increase in the opening rate for targeted emails oveoéths to 45%

Need for recognition Rewardingour customers'repeat visits
Nearly10%of unique customers in the catchment areas are registered for the loyalty
and rewards orogram
Only real estate company to have incorporatedaichers with automated
reimbursements for retailers within 72 hours

Offeringmore purchasingpower
Cashback tests underway at 4 centers @

()

(-

PERCIALYS




Customers at the heart of Mercialys' marketing strategy (2/2)

Expectation #3:

Need formeaning

Expectation #5:

Need for immediacy

U Enablingcustomersto benefit from our stronglocal roots
Over 200 events with sports and fedlucational associations or charities

U Engagingustomersin their center'sCSRapproach
Customer training on eefsiendly practices and information on centers' CSR initiatives and results

Capitalizingon the reputation and influence of local bloggers
More than 20 hot products from retailers highlighted on the blogger's social media for each operation,
with referrals to retailer ecommerce sites and stores

Capitalizingon our O dz& (i 2 iNfISeNde &sambassadors
11% of new members generated through sponsoring since January 2018

Beingpresenton all the customerrating and opinion platforms
30k opinions collected on Facebook, TripAdvisor, Google, etc. over the past 2 years

U Automating responsedo customerrequests
Dynamic form for immediate handling of aftsales service with the Loyalty Challenge
Faceboolchatbotbeing tested for immediate responses to customer questions
Automated sending of a satisfaction survey the day after customer visits >> 10% response rate

U Guidingcustomersto the centersand stores
Guiding to parking spaces and digital directories

U Recommendingetailers and specialoffers in real time

PERCIALYS

150kpush notifications sent per month






Continuously optimizegortfolio

Redevelopment of existing areasithin shoppingcenters:
hypermarkets, cafeterias, replacing older formats
(furniture, DIYstores, etc.)

Key driverdor
sustainable
rents

a SNOA I f &oxdénsifiyicsA £ A G &
sites throughmixed-use
projects,at the heart of
developed urbarareas

Land banksenabling Mercialys to
extend shopping centers, set up
cinemas retail parks, etc.

PERCIALYS




KSt LAY 3 reiNdalidefiond KS LJ2 NI

[+t 83

15assets sold since 2016 feB73mV

. . . Capital recycling leading to a portfolio structured around
(including transfer taxegroformafor the two sales agreements signed for the Gap P yeing g P

sites with criticalmassand optimized asset management

andLannionshopping centers in July)

Nor+leading

position on the
primary catchment

area

Location outside
. priority zones

Poitiers (2017 shopping center)

Chalonsur-Sadne(2017- services gallery)
Fontainelés-Dijon (2017 shopping center)

Anglet(2016- shopping center)
Castreq2017- services gallery)
SaintMartin-R Q | §20& 3services gallery)
ValenceSud(2017- services gallery)
VilleneuvelLoubet(2017- services gallery)
SaintPaul (2018 shopping center)

Albertville (2016 shopping center)

Niort (2016- shopping center)
Renneg2016- redevelopedhypermarket)
Toulouse (2017redevelopedhypermarket)
Gap (2018 shopping center)
Lannion(2018- shopping center)

Number of shopping centef3 and average size
ppIng 9 +132%

m 12207 W 16,762 w17 172- S
H 7,390 2010
93

59 49 47

-
| B

2010 2014 H12018  H1 2018 proform&

® Number of shopping centers in portfolio

M Average size of shopping centers (sq.m)

Shopping cente® breakdown by size

(as % of portfolio gross asset value including rights at June 30, 2018)

PERCIALYS

+179%
B 724 ¥ 751 # S
W 487
m 269 2010
7% 3%
45% e
48% 65%
2010 2014 H12018  H1 2018 proform&®)

m Shopping centers < 5,000 sq.m

m Shopping centers from 5,000 to 20,000 sg.m

B Shopping centers > 20,000 sg.m

W Average gross asset value of shopping centerar() @

(MWbased on a 10Bvaluation of the assets @i.e. excluding City Center and Other asset proformafor the sales agreements signed in July for the GapLandionshopping centers



2018 projects

3 hypermarket transformations Major extension and outdoor food court
U Annecy U Besancon U Brest (ph. 2) U Le Port (Reunion Island)

15,000sqg.mof gross
leasable area

oo} 8 new mediumsized
I stores,48 new shops

@ €4.9m of annualized

rent

6.2%overall yield on
cost

PERCIALYS @



Targeted investments fdeadingand strong potential centers in dynamic urban hubs

BESANCON

Retail hub with a
predominantly food focus
Sy
{dz0dzNDBFy NBGF AT "3 0
leader, particularly for migize

offering f -

CITY CENTER

Pedestrianized city center. Area's secend &
largest retail hub, particularly with the &
Passages Pasteur shopping center

core center and the Courier shopping
center

5

Mid-high-end positioning. Location foj /":g’f}‘:
most of the stores, split between thd ?f CATEAUEART:
7 Mo i v

/

PERCIALYS




Targeted investments for leading and strong potential centers in dynamic urban hu

LE PORT

Le Port city center, with around 15¢
City's leading hub, with a strong
hypermarket and the majority of the
region'smediumsized stores

Retailpark with 14
mediumsizedstores and
9 restaurants

Notably centered around dzddiJ
Jaures with 80 stores, including

Midtezentall exclusive retailers for the city

attached to a
Carrefour
hypermarket

SaintPaul city center, with around 25 &
shops and 10 specialist large storeSis >

PERCIALYS



AnnecySeynod; Center at the heart of a higgrowth region

U LaGalerieAnnecySeynod
Y 63 shopswith 9,000sq.mGLA

U cCatchment area
Y c¢. 273,000 inhabitants, +2086pulation growth ovethe last
10 years

Y Averageéncome level highethan the national average
(+30% at théneart of the area)

Y Seynodh a (GKS NBIA2yQa aSOG2NI gAGK GKS I NJ
housing programs

PERCIALYS @




Annecy Seynod Vibrant example of @arime convenience centdyuilding loyalty in its primary sector

2016and 2017 cafeteriatransferredto the carparkand
adapted to the & ! la Bonne Heur&g concept
Requalificationof the spacefreed up in the center to
welcomeBrut Butcherand CasaPizza

2017 1,000 sgm retail spaceextensionto welcome
Decathlonwith 2,000sgm

HYPERMARKET,

2018 1,150 sgm hypermarketspacerequalificationto
welcomea new mediumsizedstore

2019 building of a multiscreencinemaon the existing
carparkandanew carparkonthe O S y (ré&NX &

2019 creationof a 1,200sgm fitnessgymby merging6
existingunits and part of the communalareas

PERCIALYS



Besancorr! NBI Q4 KA&UG2NAO Kdzo |y

(a=)

LaGalerieBesancorChateaufarine

Y 90stores with 33,0089.mGLA

(e}

Catchment area

Y c. 400,000 inhabitants;3.7%expected by 2025
Y Overrepresentation ofamiliesand peopleunder the age of 39

Y Dynamicemploymentarea,with 167,0000obs, including 28,000 ithe
primary catchment area and captive customers for lunch breaks

PERCIALYS @




Besancorg Undisputed leadership, further strengthened with the new selection of retaile

2014 2,200 sgm extension,makingit possibleto create
S oy o 18 units and notably welcomeHemaand Du Bruit dans
la Cuisine

9 2015 cafeteriatransferredto the car park and adapted

to the & !la Bonne Heure& concept Requalificationof

the spacefreed up in the center to set up a new
foodserviceoffer with 3 distinctivebrands

e 2016 requalificationof the previousHallespaceto set
up Jennyfer IKKS&ndLeTempsdesCerises

e 2017.841sgm H&M extensionopened

e 2018 1.870 sgm hypermarketspacerequalificationto
setup anew mediumsizedstore (FNAC)

PERCIALYS



Brest¢ Leading center with outstanding transport links and a dense urban are

LaGalerieBrest LePharedef Q9 dzNR LIS

(=)

Y 70shops with 22,008q.mGLA

(a=)

Catchment area

Y c. 420,000 inhabitantdpcated primarily irthe north of the
area

Y Young populationwith a mid to high education level

Y Significanturbandevelopmentswith +2,500 nevhousing units
expected to be builoverthe coming years

PERCIALYS



Brest¢ Leadership consolidated by welcoming outstandimgdiumsized storesnd improving the customer experience

2014 and 2015 Cafeteriatransferred to the car park,
with the & !'la Bonne Heure& concept Mango and
BoulangerieAnge set up in the spacevacatedin the
center

2015 Openair mall built and openedwith 6 stores

HYPERMARKET,

2016 H&M extendedon top floor with 1,300sgm GLA

CAR PARK

2016 Phasel hypermarket transformations, with a
mediumsized store created with 2,400 sqm GLAfor
Culturaand escalatorsset up to facilitate accesgo the
rooftop carpark

2018 Phase 2 of the hypermarket transformation
project, with a mediumssizedstore created with 1,200
sgm GLAfor New Yorker'sarrival

Tram link arriving directly at the car park, with the
openair mall pavingthe way to the shoppingO Sy (i S N
maingate

PERCIALYS




Reunion Island Sitefully redesigned to become the leader in the Indian Ocean

U Objective developmentof a complete commercialoffer within 2 ‘ ‘
years,turning the center into the absoluteshoppingand leisure
spoton Reunionisland

0 In2018 CAP SACRE-CEUR
Y Developmentof an 8,300 sqm grossleasableareaextensionand a OCEAN INDIEN

multistory carpark

Y dgnificant changesin the mix to strengthen and anchor the
shopping center locally. Extension 98% pre-let with distinctive
brands

gun‘:l:n m’ \'I

SPRINGFIELD ( Sfera ) DKIDS

act for kids

KOTON NESPRESSO. 1

€73.8m investment 6.2% yield on cost

PERCIALYS @



Reunionlslandg Project phases

Extension
44 new shopsincluding5 mediumsizedstoreson
8,300sgm grossleasablearea

Multistory carpark
550spaces

2018

Spaceequalification
1,000sg.m grossleasablearea

Outdoorfood court
6 unitson 575sgm grossleasablearea

Indoor food court
5 unitson 750sgm grossleasablearea

2019

Retail park
4 mediumsizedstoreson 3,600sg.m

m@

________

# HYPERMARKET, e
@y

? ‘Eﬂ gl ==
XTI - A

L

PERCIALYS



Pipeline

(in millions of euros) eIl Il L S L E s Net yield on cost forecasE Completion date
(eM) committed (€M) forecast €M) Y p
COMMITTED PROJECTS 79.5 25.0 4.9 6.2% 2018
Le Port extension 73.8 21.3 4.6 6.2% 2018
i o COMMITTED
Other projects 27 30 s &.1% AT Projects fully secured in terms of
Annecy 05 0.4 R R R land management, planning and
related development permits
Besancon 2.1 2.0 - - -
Brest 3.1 1.2 - - -
CONTROLLED PROJECTS 353.0 348.2 19.8Y 6.696Y 2019/2022
Redevelopments ancequalifications 61.3 60.4 & 6.0% 2019/2021
o.w. Le Port (indoor Food Court) 0.8 0.8 - - -
o.w. Marseille La Valentine 16.3 16.3 - - -
o.w. AixMarseille Plan d€ampagnétransformation) 8.2 8.1 - - -
Extensions and retail parks 239.5 235.6 16.1 6.7% 2019/2021 . CONTROLLED
Projects effectively under control
o.w. Le Port (Retail Park) 11.7 11.7 - - - in terms of land management, with
various points to be finalized for
o.w. AixMarseille Plan d€ampagnéextension) 40.0 40.0 - - - regulatory urban planning
o, Nimes 109 40.9 . . i (constructability), planning or
o ’ ’ administrative permits
Mixed-use high-street projects 52.2 52.1 na na 2021/2022
0.w. Marcg-en-Baroeul 18.0 18.0 - - -
o.w. Chaville 8.4 8.4 - - -
0.w. Puteaux 19.5 19.5 - - -
o.w. SaintDenis 6.3 6.3 - - -
IDENTIFIED
IDENTIFIEPROJECTS 392.0 391.9 25.10 7.006Y 2021/2024 Projects currently being structured, i
emergence phase
TOTAL PROJECTS 824.5 765.0 49.8Y 6.79%Y 20182024

PERCIALYS

©

@ excluding the impact of mixease highstreetprojects whichmayalso generateroperty developmentargins



Highstreet retail ¥ 2 O dza Wealthy ihdendn

Puteaux

U Vibrant hub at the gatewayto Paris
Y Citywith c. 45,000inhabitants3 km northwestof Paris,5 minutesfrom the LaDéfense
businessenter, part of whichspreadsinto Puteaux

Y LesHautsde-Seineis France'svealthiestregion

U Storelocatedin a very high-quality local environment

Y Onthe city'smainshoppingstreet, with largenumbersof groundHloor retail units

Y Closeto new collectivehousingcomplexesas well as local governmentservicesand

facilities(town hall, policestation, etc.)
Y Comprehensiveangeof schoolswithin 700m

Y Outstandingaccessibilityith the tram service train linesand ParisRingRoad

PERCIALYS

LA OFFENSE

4

MONOPRIX

8y,
,'M“’rv i

[ Monoprix scope

Levallois-Perret

2 A
% K
g

&, A5
L %

Neuilly-sur-Seine

&
%‘Qé

oa
E-SEINg TERNES
o

PARIS

Arc de Triomphe o
Université

== == Joint ownership scope




Highstreet retail ¥ 2 O dza Wealthy ihdendn

Current asset Metrics

Y 3-floor Monoprix storewith 2,200sqm salesarea Y Completiondate: 2022 DOMINIOUE HERTENBERGER

Y Openedin 1999 joint ownership Y Targetinvestment €19.5m y JOMINIQUE HERTENBERGE

Y TargetiRR>8%

Project Progress

Y Mixed-useproject, includingthe redevelopmentand extension Y Approvalof the mixed-use projectby the municipality

of the Monoprix store, the creation of a residential complex Y Modification of the localdevelopmentplan underway
Y Requests for administrative authorizations filedd82019

with 150 homes, and a dedicated 150-spaceundergroundcar

parkfor the residence

PERCIALYS




Highstreet retailT 2 O dza Yhost dern¥dlydogllated innerims

SaintDenis

U Booming neighborhoodat the gatewayto
Paris

Y Cityadjacentto Paris,north of the city. Famous
as the home of the Stadede Francenational
stadium and for hosting the future 2024
Olympics

Y Most populouscity in Paris'northern suburbs
and one of the main areas for office
developmentsacrosghe Parisregion

U Food store located 4 km from Paris,in a
neighborhood undergoing a major
transformation

Y Area benefiting  from an in-depth
requalification with the recentdevelopmentof
residentialprograms

Y Closeto the road network, offering outstanding
linksand goodvisibility for the site

Y 250m from a Metro line and Tramline, with a
projectto extendthe tram line

Industrial sector
transformation,
switching to service

=) (D) g
—

Residential

sector ’ Service
Redeveloped § sector ' French
neighborhood v national
fF=2 stadium

o Gl

Industrial sector being
transformed with a
mixed-use residential and
service focus

Urban regeneration phase
underway

PERCIALYS
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ghstreet retail¥ 2 O dza Yhost densélygogllated innerims

e S T

Current asset Metrics

Y 3-floor LeaderPricestore, with 1,925sqm salesarea Y Completiondate: 2022

Y Openedin 1967, freehold Y Targetinvestment €6.3m MG A / U

Y TargetiRR>8%

Project Progress
Y Mixed-use project with the rebuilding of the LeaderPrice on Y Selectionof three national operators, consultingwith the City
1,200 sam, the creationof a housingcomplexwith 108 homes, at the end of Phasel
the developmentof a student residencewith 212 apartments, Y Appointment of the LINR 2 Ba@rieoaerator in Q4 2018
andthe building of a 162-spaceundergroundcarpark consultingwith the City

PERCIALYS

Y Requestdor administrativeauthorizationsfiled in Q2 2019 @



Highstreet retailfocus:immediate outskirts of Lille

Marcg-en-Baroeul
U Premiumcity within France's 6th largest urban area

Y City with c¢. 40,000 inhabitants, 10 mins from Lille and 15 mins from the

Belgianborder

Y Soughtafter neighborhoodwith highdisposabléncomelevels

U Monoprix easily accessible,located in a wealthy and well-
equippedneighborhood,closeto a high-end residentialarea

Y At the crossroadsof the city's main traffic routes, with several public
transportlinksand highwaysand main regionalroadsaccessiblavithin a 5mn

drive
Y Dynamichighstreet retail selection

Y Severalschoolswithin 1.5 km, extensive medical servicesand racetrack

nearby

PERCIALYS



Highstreet retailfocus:immediate outskirts of Lille

.

Current asset
Y 3-floor Monoprixstore, with 4,614 sq.m salesarea
Y Openedin 1963 freehold

PrOjeCt
Y Mixed-use project around the Monoprix & A (ré&l€vé&lopment,with
the redevelopment of the existing space, the extension of the
adjacent shopping mall and the creation of 160 retirement and
multiple family homes

PERCIALYS

Homeownership housing
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Monoprix rooftop car park
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Public stor &~ Monoprix entr 1f‘a:3; °
l Seniors residence entrance
N ‘ i Housing underground car
\\ A~ / . park entrance
Restaurants N Landmark tree
with terrace
Metrics
Y Completiondate: 2022
Y Targetinvestment €18.0m GIHIA

Y TargetIRR>8%

Progress
Y City'ssupportobtainedfor anarchitecturalprojectand program
Y Consultatiorprocessunderwaywith residentsconcerningthe project

Y Administrativeauthorizationrequestsfiled in Q2 2019






Solid organic growth

Renewals &
relettings: +12.1%

3.8%

3.3% 3.3%

3.0%
296 oem 2% 2

H1 2014 H1 2015 H1 2016 H1 2017 H1 2018

B Organic growth in invoiced rents excluding indexation m Organic growth in invoiced rents including indexation

MERCIALYS
@ Assets enter the likfor-like scope used to calculate organic growth once they have been held for 12 months



Sustainableents keepingracancyratesat frictional levels

Change in recurring financial vacancy rate Change in occupancy cost ratio
10.5%
2.5% 2.5% 10.2% 10.3%
| I I I

H1 2017 2017 H1 2018 H1 2017 2017 H1 2018

6wSyia b OKINBSa AyOfod (FEV
excludinglarge food stores

PERCIALYS




Strong financial profile

Change in LT¥xcluding transfetaxes)and ICR Changan the cost of drawn debt
1.9% 1.9% 1.8%
4.9% 5.2x 5.1x
° ® °
.
-~ %
/ H1 2017 2017 H1 2018
3

H1 2017 2017 H1 2018 H1 2018 proforma®

Change in debt maturityin years)
U Netdebt: €1,466m including

4.1
3.4 37
Y €1,679.7m of bond debt
Y €185.0m of commercialpaper
U Undrawncommitted credit lines; €é410m
U Standard&t 2 2 fdtigi BBB/ stableoutlook

H1 2017 2017 H1 2018

PERCIALYS

@ proformafor the preliminary salesgreements signed in July for the Gap &adnionshopping centers



Cost of debt and hedging strategy

Early refinancing of the 2019 bond Debt: fixed vs. floating rate exposure

in a favorable context (including commercial paper program)

U €479.7m bond issue, with a coupon of 4.125% maturing in

March2019andto be held to maturity

U Earlyrefinancingof this line through:

- . . . m Fixed-rate debt
Y a€l50m bond issuein November2017, with a couponof 2.0%,

maturingin November2027

- . . . m Variable-rate debt
Y a e€300m bond issuein February2018 with a coupon of 1.8%,

maturingin February2026

U Total estimated carrying cost for these two lines of

c. €4m takinginto accountthe hedgingstrategy

€© Substantial financial cost savings from 2019 onwards

PERCIALYS




Rental revenues

Organic growth in line with 2018 target: +3.8%

Lease rights

_______________________ Lease rights
€1.0m I( \| €0.8m
|
I I
| I
-€3.0m -€l.2m |\ +€el.2m +€2.3m |
o /
Disposals Strategic I Likefor-like
vacanc{) and Indexation | growth in
non-recurring | invoiced rents
items
Organic growth
+3.8%%)
-3.2pts -1.3pts +1.3pts
Jun. 30, 2017 Jun. 30, 2018

PERCIALYS

@Linked to the development progragunits left vacant to facilitate future developments
(@Organic growth in invoiced rents including current vacancy, variable rents and indexation, excluding the impact of lessenigits



€59.6m

FFO

+0.3% increase including the carrying cost, +3.5% without

Sope effect
and lower
lease rights

-€1.0m

+€0.3m
[ ]

Stability of

the grossto-

net ratio at
93.9%

Stabilized Decrease in
cost other costs

structure +el.om

L

-€1.1m

Including the early
. refinancing of the

FFO at
Jun. 30, 2017

PERCIALYS

EBITDAnargin 85.3%
+10bp vs endlune 2017

Change in rental
revenues

Change in non-

recovered building operating costs

service charges

bond maturing in
March 2019

+0.3%

Change in
expenses income, costs and
allowance for

provisions

+€0.1m

+€0.8m

Strong
performance
from equity

associates

Change in financial Change in other Change in taxes Change in share of

equity associates

and recurring non-
controlling
interests

€59.8m €59.6m

FFO at FFO at
Jun. 30,2018 Jun. 30, 2017

+

€1.9m

N

7

+3.5%

Carrying cost
restatement

€61.7m

Restated FFO at
Jun. 30, 2018




Dis&sals

1 disposal finalized and 2 preliminary sales agreements sigimetuly2018
for a total of €33.7m including transfer taxes

SaintPaul shopping center Gap shopping center Lannionshopping center

0 Above appraisal values

MERCIALYS



Change ilNNNAYV peshareé?!)
+2.2% over 12 months, +1.3% over 6 months

2037 2054 €20.81 U Portfolio value of €3,797m includingrights

Y +1.6%over 6 months, +2.6%over 12 months

Y +1.4% like-for-like over 6 months®, including a €17.0m

-€0.68
(i.e. 0.5%) contribution from capexspentover the period
Rent effect:
+€0.38 06/2017 12/2017 06/2018
i . Average appraisal
Yield effect: capitalization rate
-€0.02 5.14% 5.13% 5.07%
ﬂ
Other effectg?:
-€0.02 S . .
0.0 6bp contraction linked to the integration
in the portfolio value of the capex spent
EPRA NNNAV at EPRA NNNAV at Dividend paid FFO Chg. in fair value @hg. in fair value of EPRA NNNAV at .
end-June 2017 end-December assets fin. instruments & end-June 2018 over the penOd
2017 other items
M ERCIALYS 1) Calculated on average diluted number of shares, following EPRA guidelines (3) Sites on a constant surface basis

) Including impact of revaluation of assets outside of organic scope and associates, maintenance capex and capital gefriisposals
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Financial calendar
2018

October 17
Activity at Septembei30, 2018(after market close)

MERCIALYS



Asset locations

Leadinglisted French real estate company that is a pure Mercialys portfolio

player for shopping centers

U Mercialys' portfolio is focused on large and neighborhood shopping

centers, as well asigh-streetretail assets that are leaders in their areas

U Assets are concentrated in the most dynamic French regions

Portfolio focusedon highpotential assets
U 56 shopping centers and cityenter siteg!)
U Leasable are#876,000sg.m

U Appraised asset value (including transfer taxes):

€3,796.6mat June 30, 2018

Annualized rental income&178m

(=

Over600retailers and2,130leases

([an)

MERCIALYS
(M Added to these are six geographically dispersesbts



